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Abstract 
The success of marketing lies in creation of an impression in the minds of the customers thereby fostering 
brand recall and further purchase intention. The challenge, however, is to hit the right buy button of the 
brain to deliver what the customer exactly requires. The functioning of the human brain has been the 
central focus of psychology and neuroscience researchers. Neuroscience combined with marketing has 
helped evolve the discipline of neuromarketing with precision and reliability. This research paper 
explores the impact of various persuasion attempts (traditional and neuroscientific adopted by the 
marketer) on customer privacy and in turn its impact on customer relations. The research has been 
conducted in Indian cities of Delhi/NCR, Bengaluru and Mumbai over a period of three months. It is 
concluded that traditional persuasion attempts do not always affect customer privacy adversely but at 
times cause disturbance to the customers which might affect the customer relations in the long run. 
Neuroscientific persuasion attempts, on the other hand, have adverse impact on customer privacy and 
customer relations as these techniques unintentionally reveal the inner secrets of the customers without 
their approval and awareness. Managerial implications are also considered.  
© 2012 Published by Elsevier Ltd. Selection and/or peer-review under responsibility of JIBES University, 
Jakarta   
Keywords: Customer Privacy; Customer Relations; Consumer Persuasion Models; Social Cognitive Neuroscience.  
*
 Corresponding author. Tel.:+91-9886492849; 
E-mail address:deblinasv@gmail.com. 
Available online at www.sciencedirect.com
012 The Authors. Pub ished by Elsevier Ltd.
Selection and peer-review under responsibility of JIBES University, Jakarta
Open access und r CC BY-NC-ND lice e.
Open access under CC BY-NC-ND license.
1034   Deblina Saha Vashishta and B.Balaji /  Procedia - Social and Behavioral Sciences  65 ( 2012 )  1033 – 1039 
1. Introduction 
Humans have a tendency to hold an accurate view of their surrounding environment and they tend to 
spend a great deal of time and effort to scrutinize and analyze the relevant evidence (Lundgren & Prislin, 
1998). Customers experience a heightened sense of engagement when they process information that fits 
their requirements. Customers understand messages better and are more easily persuaded when a certain 
level of abstraction fits their goals,. Neuroscience enables marketing researchers to have a better 
understanding of the extent of such abstractions held in the customers minds and the role of emotions in 
decision making, and further, in developing more effective methods of triggering those emotions. The 
emergence of scientific techniques like neuroimaging technologies enables marketers to play with the 
underlying consciousness of the customers. The marketer is actually trying to satisfy the customer s exact 
needs by persuading him to buy his offering and have a long term relationship at the expense of the 
customer s privacy.  Much research works has been done stating the important role of neuroscience in 
marketing research but less on bringing out the ethical aspects related to neuromarketing and various 
persuasion attempts and their implications on the customer relationship in the long run.  
2. Literature Review 
Different theories related to marketplace persuasion have been discussed thoroughly in the scholarly 
literatures like Elaboration Likelihood Model (Haugtvedt & Kasmer, 2008; Petty & Wegener, 1998) and 
Persuasion Knowledge Model (Friestad & Wright, 1994), (Campbell & Kirmani, 2008). The new avenue 
that is gaining popularity in the marketing persuasion is Social Cognitive Neuroscience. Integrating 
neuroscience with persuasion theories allows for more direct tests of existing theory, potential 
refinements of theory, and tests of new theories (Shiv, 2007). The various marketing persuasion models 
explained in the next section provides the basis of our hypotheses.   
2.1. Traditional Consumer Persuasion Model 
This persuasion model comprises three phases: the screening phase, the intervention phase and the 
outcomes phase. The screening phase exposes a group of relevant individuals to a marketing stimulus, 
and feedback on its effectiveness is collected so as to refine the general persuasion attempt. The 
intervention phase follows, during which, potential customers are targeted with the resulting promotion. 
Their cognitive and affective processes are activated which leads to the formation of attitudes and 
behavioural intentions. The outcome phase comes last wherein a purchase might happen or might not 
happen. This model is generally accepted as an appropriate method to pursue customers and increase 
sales. The screening group is aware and has consented to provide feedback on various marketing stimuli. 
Additionally, most customers and societal members accept this process as standard practice as it does not 
seek to invade the private thinking and feelings of targeted customers. 
2.2. Revealed Preferences Consumer Persuasion Model 
The screening phase witnesses customers willingly disclosing their personal information in response to 
some assured incentive by the marketer (redemption of certain points or discounts on future purchases). 
The intervention phase entails refinement of the persuasion attempt by sending specific emails to the 
customers or offering coupons based on individual customer preferences.  
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2.3. Collective Neuromarketing Persuasion Model 
Neuroimaging techniques are used during screening phase to track the subconscious affective 
influences. The refined persuasion attempt, based on brain scan data of the test group, is presented to 
future potential buyers in relevant settings during the intervention phase. The stimulus is processed by 
customers, through cognitive and affective mechanisms, to form an attitude toward the brand or product. 
2.4. Individual Neuromarketing Persuasion Model 
Neuroimaging techniques are implemented to a test group of customers in the screening phase. 
Marketing attempts are targeted to individual customers based upon their brain scans during the 
intervention phase. The individual s brain is continuously monitored to determine if the stimuli are having 
the desired effects when they are subjected to these specific persuasion attempts. This allows customers to 
experience exceptionally accurate and effective marketing stimuli. However, ethical concerns like 
invasion of customer s privacy, misuse of the scans, and incidental findings regarding the customer s 
health remain unanswered. 
2.5. Persuasion Models and Ethics 
Customers are more or less aware of the ongoing assessments prior to the exposure to marketing 
stimuli in the case of Traditional Persuasion Model. Customers willingly disclose some private 
information about themselves in what they believe to be reciprocal relationships with firms in Revealed 
Preferences Model also. Such data are often used in subsequent persuasion attempts that are targeted 
directly at individual customers. The Collective Neuromarketing Model does follows the traditional 
model of marketing communications, but the primary difference is that neuroimaging technology is used 
during screening of persuasion attempts, which represents a drastic change in marketers ability to judge 
the impact of communications. Researchers can delineate which stimuli trigger excitement, trust, pleasure 
and the emotions that lead people to buy besides reading the minds of test subjects more accurately. The 
result is an attempt to manipulate the customer s purchase decision though at times these stimuli are 
unrelated to product characteristics. The first ethical dilemma in the case of Individual Neuromarketing 
Model arises during the intervention phase and concerns the awareness level of the customers regarding 
the omnipresent scrutiny and the personal exposure to the marketing stimuli. The worst case scenario 
involves the use of neuroimaging technology in public contexts where customers would be oblivious to 
its employment and/or its resulting effects on functioning of the brain and decision making. 
3. Research Objectives 
To study and analyze: 
a. The impact of conventional persuasion models on customer privacy and customer relationship.  
b. The impact of neuromarketing- persuasion models on customer privacy and customer relationship. 
c. The impact of customer privacy on customer relationship. 
Hence the following hypotheses were proposed: 
H1: Traditional Consumer Persuasion Model has negative impact on customer privacy. 
    H2: Revealed Preferences Consumer Persuasion Model has negative impact on customer privacy. 
    H3: Collective Neuromarketing Persuasion Model has negative impact on customer privacy. 
    H4: Individual Neuromarketing Persuasion Model has negative impact on customer privacy. 
    H5: Traditional Consumer Persuasion Model has negative impact on customer relationship. 
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H6: Revealed Preferences Consumer Persuasion Model has negative impact on customer relationship. 
H7: Collective Neuromarketing Persuasion Model has adverse impact on customer relationship. 
H8: Individual Neuromarketing Persuasion Model has adverse impact on customer relationship. 
H9: Invasion of customer privacy has adverse impact on customer relationship.  
4. Research Methodology 
The research was conducted in the Indian cities of Delhi/NCR, Mumbai and Bengaluru in the months 
of May, June and July 2012. 200 responses were collected in person and online. The demographics 
revealed 51.5% female respondents, 40.5% of respondents in the age group of 30 to 40 years and majority 
of the respondents were working professionals and academicians. The survey instrument was constructed 
on the basis of the literature review of the traditional and neuromarketing customer persuasion elements 
which have been elaborated in Table A.1 (Appendix). The respondents were asked to rate the instrument 
on a seven point Likert scale (7-strongly agree to 1- strongly disagree), to express their agreement levels. 
The analysis was conducted using Structural Equation Modelling (SEM) with the help of AMOS 19. The 
reliability of the constructs was checked by computing Cronbach s Alpha value with the help of SPSS 20. 
Thereafter the measurement model fit was checked using AMOS 19. The composite reliability and the 
discriminant validity were calculated from the measurement model. Finally structural model fit was 
checked and subsequently the hypotheses were tested.  
5. Data Analysis 
5.1. Reliability Analysis, Measurement Model Fit and Discriminant Validity 
The Cronbach s Alpha was calculated to be 0.846 which indicates good internal consistency of the 
instruments used in questionnaire and hence supports its reliability. The measurement model indicated an 
acceptable model fit of the data ( 2= 187.786, df=137, p<0.001; 2 /df= 1.371 (<2); CFI= 0.96; 
TLI=0.95; IFI=0.96; NFI=0.86; PNFI= 0.71; PCFI= 0.80 and RMSEA= .043). Table 1 clearly supports 
the reliability and discriminant validity of the scale chosen as the CR of all the factors is above minimum 
value of 0.70 (Carmines and Zeller, 1988) and the AVE of all the factors is above the minimum threshold 
of 0.5 and diagonal elements in the correlation matrix of constructs are the square root of the AVE values  
(Fornell and Larcker, 1981).  
                                  
Table 1. Composite Reliability and Discriminant Validity   
Constructs TCP RPCP CNP INP CP   CR   AVE   CR 
TCP 0.83      0.7 0.87 
RPCP 0.198 0.87     0.77 0.73 
CNP 0.731 0.103 0.80    0.65 0.84 
INP 0.704 0.080 0.81 0.85   0.73 0.88 
CP 0.414 0.015 0.592 0.523 0.73  0.54 0.76 
CR 0.632 0.069 0.661 0.666 0.655 0.81 0.67 0.85 
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5.2. Structural Model & Hypotheses Testing 
Structural Equation Modelling was used to estimate the parameters of the structural model. Goodness 
of fit statistics of the structural model were acceptable, ( 2= 187.8, df =137, p<0.001; 2 / df= 1.373 (<2); 
CFI= 0.957; TLI=0.94; IFI=0.96; NFI=0.87; PNFI= 0.70; PCFI= 0.80 and RMSEA= .044). The path 
estimates obtained from the structural model are significant between Collective Neuromarketing 
Persuasion Model and Consumer Privacy (c= 0.587 at p<0.05) and between Individual Neuromarketing 
Persuasion model and Consumer Privacy (c=0.551 at p<0.05) indicate that both the neuromarketing 
customer persuasion models adversely influence customer privacy. Individual Neuromarketing 
Persuasion Model and Collective Neuromarketing Persuasion Model both influence Customer 
Relationship adversely which is evident from the significant path estimates (c=0.276 at p<0.05) and 
(c=0.340 at p<0.05) respectively. However, the Traditional Consumer Persuasion Model and Revealed 
Preferences Consumer Persuasion Model do not have any adverse effect on Customer Privacy.  
Traditional Consumer Persuasion Model also does not have any negative influence on Customer 
Relationship but Revealed Preferences Consumer Persuasion Model does have an adverse impact on 
customer relationship due to the possibility of the customers perceiving the bombardment of persuasion 
stimuli as unwanted noise in the cognition process that affects the buying behaviour adversely. Customer 
Privacy invasion also has an adverse impact on customer relationship (c=0.410 at p<0.001). The results of 
path analysis and hypotheses testing are summarised in Table 2. 
Table 2. Results of Path Analysis and Hypotheses Testing  
Hypothesis 
Hypothesised 
Paths 
Standardised Path 
Coefficients p Value Results 
H1:TCP/CP TCP=> CP -0.035 0.792(NS) Reject 
H2: RPCP/CP RPCP=> CP -0.041 0.6(NS) Reject 
H3: CNP/CP CNP=> CP 0.587 0.042* Accept 
H4: INP/CP INP=> CP 0.551 0.465* Accept 
H5: TCP/CR TCP=> CR 0.299 0.024* Accept 
H6: RPCP/CR RPCP=> CR -0.015 0.84(NS) Reject 
H7:CNP/CR CNP=> CR 0.34 0.276* Accept 
H8:INP/CR INP=> CR 0.276 0.202* Accept 
H9: CP/CR CP=>CR 0.41 *** Accept 
Notes: :*Implies significant at p<.05; ** Implies significant at p<.01; *** Implies significant 
at p<.001; NS Implies "not significant" 
6. Conclusions and Discussion 
The customer mind is uncontrollable and often customers are influenced by impulse to buy brands for 
which they had no prior intention to purchase. Neuroscience has helped marketer to check such 
fluctuations of the customer mind so as to understand what exactly compels the customer for brand 
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switching. Conventional persuasion attempts are continued in parallel for better brand recall and positive 
buying behaviour. However, a very important aspect is often overlooked, that of the customer s feelings 
and emotions. How do they feel when they are bombarded with different persuasion stimuli once they 
enter the marketplace or even when they switch on their television sets or internet? Sometime customers 
actively participate in the persuasion process to avail best deals and sometimes customers unknowingly 
get the best deals at the expense of their emotions and privacy. This in turn affects the customer 
relationship. The research threw light on some unexplored facts related to conventional marketing 
persuasion attempts as well as neuromarketing persuasion attempts. Customers have some control over 
the personal information they reveal to the marketer but in the latter case that s not possible. The 
neuromarketing persuasion attempts reveal the hidden self of the customers without their knowledge and 
hence this puts a big question mark to ethicality of using such techniques and its impact on the customer 
privacy and customer relationship. Conventional persuasion models (Traditional Consumer Persuasion 
Model and Revealed Preferences Consumer Persuasion Model) do not have any negative impacts on 
customer privacy as the customers willingly share certain amount of information to avail good deals and 
incentives. Revealed Preferences Consumer Persuasion Model does not have adverse impact on customer 
relationship also as the customers share their email ids and contact numbers willingly for the marketer to 
contact them and have a relation with them so as to get rewarded for loyalty and patronage. However, 
Traditional Consumer Persuasion Model has negative impact on customer relationship because customers 
perceive the promotional stimuli as unwanted disturbance. The Neuroscience Persuasion Models 
(Collective Neuromarketing Consumer Persuasion Model and Individual Neuromarketing Persuasion 
Model) have negative influence on customer privacy by invading it through various neuroimaging 
techniques and this further leads to adverse effect on customer relationship as the customer no longer 
trusts the marketer. Invasion of customer privacy also has negative influence on customer relationship due 
to loss of trust between the customer and the marketer 
7. Implications 
Marketing persuasion is an indispensable part of brand management as encompasses creation of an 
environment and opportunity to persuade a customer to purchase one product or service over another. It is 
an internal process with both cognitive and affective attributes, within the mind of the listener. 
Neuroscience opens up avenues for better understanding of the customer requirements and delivering the 
best but all this at the expense of customer s privacy and confidence. Hence policies should be 
implemented wherein neuromarketers should also look into safeguarding the privacy of the customers. 
This would go a long way to retain them for healthy, profitable and long term customer relationship. 
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9. Appendix 
Table A.1 Research Instrument  
Constructs Measurement Instruments 
TCP1: Traditional Consumer persuasion attempts influence my purchase 
behaviour. 
TCP2: Traditional Consumer persuasion attempts invade customer privacy by 
asking for personal information. 
Traditional 
Consumer 
Persuasion Model 
(TCP) TCP3: Traditional Consumer persuasion attempts are good as long as lucrative 
deals are offered to the customers. 
RPCP1: Personalised promotional attempts tend to invade the customer privacy. 
RPCP2: Personalised persuasion attempts provide a feeling of belongingness to the 
customer. 
Revealed 
Preferences 
Consumer 
Persuasion 
Model(RPCP) RPCP3: Customers don t mind sharing their personal information up to certain 
extent to avail incentives. 
CNP1: Exposing the brain to various brain scanning techniques might result in 
harmful consequences. 
CNP2: Exposing the hidden desires to the marketers and public can be 
embarrassing for the customer. 
Collective 
Neuromarketing 
Persuasion Model 
(CNP) 
CNP3: Neuromarketing Persuasion attempts invade customer privacy. 
INP1: Continuous monitoring of the brain as a part of persuasion attempt is 
unethical. 
INP2: Exposing the brain to the marketer reveals the hidden desires and 
weaknesses of an individual. 
Individual 
Neuromarketing 
Persuasion Model 
(INP) INP3: Such persuasion attempts can drift the customer away from the marketer 
unknowingly. 
CP1: I am willing to share my personal information up to certain limit to avail 
good offers. 
CP2: I will not let my brain mapped without any medical prescription just to avail 
incentives on my next purchase. 
CP3: I won t trust the marketer if my privacy is invaded without my knowledge. 
Customer Privacy 
(CP)  
CP4: I shall never return to the marketer for my future purchases if the information 
shared by me is misused. 
CR1: I would like to visit the marketer who offers me good deals without invading 
my privacy. 
CR2: I will never go to a marketer who tends to invade my privacy for the sake of 
persuasion attempts. 
Customer Relations 
(CR) 
CR3: The marketer should respect the privacy of the customer and not persuade 
him beyond a limit so as to maintain a healthy customer relationship. 
